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Dalam dunia bisnis saat ini persaingan antar perusahaan maupun restoran semakin 
ketat, ditambah lagi persaingan dengan perusahaan-perusahaan asing. Dalam kondisi ini, 
perusahaan harus bisa bersaing dan menemukan ide-ide baru agar tidak tertinggal dan tetap 
mendapatkan kepercayaan konsumen dan masyarakat. Berbagai cara dilakukan perusahaan 
salah satunya adalah dengan melakukan promosi melalui promo-promo potongan harga yang 
dibuat secara menarik di berbagai media, sehingga dapat menarik perhatian konsumen dan 
mempengaruhi konsumen agar memakai produk mereka. 
Penelitian ini memiliki tujuan yaitu untuk mengetahui pengaruh Brand Image, 
Experiental Marketing, Perceived Value terhadap Customer Loyalty melalui Customer 
Satisfaction pada konsumen Carls Jr Surabaya. Teknik analisis data yang digunakan adalah 
SEM (Structural Equation Modelling) dan dibantu alat statistik program LISREL. 
Penelitian ini menggunakan 150 responden sebagai sampelnya yang pernah 
mengonsumsi Carls Jr minimal 1 kali dalam 1 tahun terakhir, memanfaatkan promo Carls Jr lebih dari 
3 kali dalam 1 tahun terakhir, berusia minimal 18 tahun, dan berdomisili di Surabaya. 
Hasil penelitian ini menunjukan bahwa Brand Image berpengaruh tidak signifikan 
terhadap Customer Satisfaction, Experiental Marketing berpengaruh signifikan dan positif 
terhadap Customer Satisfaction, Perceived Value berpengaruh signifikan dan positif terhadap 
Customer Satisfaction, Customer Satisfaction berpengaruh signifikan dan positif terhadap 
Customer Loyalty, Brand Image berpengaruh tidak signifikan terhadap Customer Loyalty 
melalui Customer Satisfaction, Experiental Marketing berpengaruh signifikan dan positif 
terhadap Customer Loyalty melalui Customer Satisfaction, dan Perceived Value berpengaruh 
signifikan dan positif terhadap Customer Loyalty melalui Customer Satisfaction pada 
konsumen Carls Jr di Surabaya. Hasil ini telah diperkuat oleh hasil uji Validitas,reliabilitas, 
dan pengujian kecocokan model pada masing-masing indikator yang terdapat pada setiap 
variabel. 
 
Kata kunci: Brand Image, Experiental Marketing, Perceived Value, Customer 
Satisfaction, Customer Loyalty 
The influence of brand image, experiential marketing, and perceived value on customer 





In today's business world, competition between companies and restaurants is getting 
tougher, plus competition with foreign companies. In this condition, companies must be able 
to compete and find new ideas so as not to be left behind and continue to gain the trust of 
consumers and society. Various methods are used by companies, one of which is by 
promoting promotions through attractive price discounts in various media, so as to attract 
consumers' attention and influence consumers to use their products., 
This study aims to determine the effect of Brand Image, Experiental Marketing, 
Perceived Value on Customer Loyalty through Customer Satisfaction on Carls Jr. Surabaya 
consumers. The data analysis technique used is SEM (Structural Equation Modeling) and 
assisted by the statistical tool LISREL program. 
This study used 150 respondents as samples who had consumed Carls Jr at least once 
in the past year, took advantage of the Carls Jr promo more than 3 times in the past year, 
were at least 18 years old, and were domiciled in Surabaya. 
The results of this study indicate that Brand Image has no significant on Customer 
Satisfaction, Experiental Marketing has a significant and positive effect on Customer 
Satisfaction, Perceived Value has a significant and positive effect on Customer Satisfaction, 
Customer Satisfaction has a significant and positive effect on Customer Loyalty,  Brand 
Image has no significant effect significant on Customer Loyalty through Customer 
Satisfaction, Experiental Marketing has significant and positive effects on Customer Loyalty 
through Customer Satisfaction, and Perceived Value has a significant and positive effect on 
Customer Loyalty through Customer Satisfaction on Carls Jr. consumers in Surabaya. This 
result has been strengthened by the results of the validity, reliability, and test of the  
suitability of the model on each indicator contained in each variable. 
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